PARLIAMENT 


TOTAL U.S« 


VOLUME SHARE 



1993 

93/92 
% Chg. 

% 

Contrib. 

1993 

93/92 
Pt. Chg. 

Box 

1,357 

-14.2 

45% 

0.29 

-0.02 

Soft 

481 

-26.4 

16% 

0.10 

-0.02 

lOO’s 

1,149 

-20.7 

38% 

0.25 

-0.04 

Total 

2,987 

-18.9 

100% 

0.65 

-0.08 


Source; MSA, Dec, '93,12 mm 

Volume 

• 1993 volume was 2,987 million units. 

- Down “18.9% vs. YAG 

- Significant losses on Kings Soft 

Share 

• Share is 0.65 

- Down -0.08, with sharpest decline on lOO's 


BfOOi 2/22/94 Pres. 




Source: https://www.industrydocuments.ucsf.edu/docs/pzyn0004 




PARLIAMENT 


REGION 1 


VOLUME SHARE 



1993 

93/92 
% Chs. 

% Contrib. 
to Reg. 1 

Packing % 

Vol, in Reg. 1 

1993 

93/92 
Pt. Chg. 

Box 

1,206 

-13.7 

61% 

89% 

1.38 

-0.08 

Soft 

170 

-24.7 

9% 

35% 

0.20 

-0.04 

lOO's 

594 

-18.2 

30% 

52% 

0.68 

-0.08 

Total 

1,971 

-16.1 

100% 

66% 

2.26 

-0.21 

Source: 

MSA, Dec. '93,12 mm 






' • 1993 volume was 1,971 million units. 

I ^ 

I 

- Down-16.1% vs. YAG 

- Sharpest decline with King's Soft 

• Share is 2.26 

- Down -0.21 with sharpest declines among King's Box and lOO’s 


DFOOl 2/22/?4Pres. 
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Source: https://www.industrydocuments.ucsf.edu/docs/pzyn0004 






PARLIAMENT 


KEY MARKET PERFORMANCE 


TOTAL BOX lOO'S SOFT 



Share 

Shr. Chg. 

Share 

Shr. Chg. 

Share 

Shr. Chg. 

Share 

Shr. Ch^. 

Metro NY (36%) 

4.31 

-0.17 

2.96 

-0.06 

1.16 

-0.08 

0.19 

-0.04 

Philadelphia (8%) 

2.27 

-0.09 

1.47 

-0.01 

0.59 

-0.04 

0.21 

-0.04 

Boston (7%) 

2.15 

-0.37 

1.30 

-0.18 

0.68 

-0.13 

0.17 

-0.06 

Region 1 (66%) 

2.26 

-0.21 

1.38 

-0.08 

0.68 

-0.08 

0.20 

-0.04 

Total U.S. 

0.65 

-0.08 

0.29 

-0.02 

0.25 

-0.04 

0.10 

-0.02 


Source: MSA, Dec '93,12 mm 


1 * NY is Parliament's #1 volume and share market in the U.S. (SDI of 665) 

- Parliament is the 4lll ranked brand in NY. 

I - Significant share declines on King’s Box and lOO's 

i 

• Philadelphia 

- 8% brand volume 

- Relatively stable performance 

• Boston (7% of volume) exhibited greatest share declines among Box packing. 

I 

I 

! BFOOl 2/22A>4Pres, 6£8S9SSrOS 


Source: https://www.industrydocuments.ucsf.edu/docs/pzyn0004 





PARLIAMENT 

FRANCHISE 



BOX* 

lOO’S* 

SOFT PACKINGl 

Age: 

Median Age: 35 

20% LA “ 24 yrs. 

Median Age: 48 

80% 35+ yrs. 

Median Age: 45 
35+ yrs. 

Gender: 

Female: 50% 

Male: 50% 

Female: 70% 

Male: 30% 

Female: 47% 
Male: 53% 

Race: 

White: 90% 

White: 91% 

White: 93% 

Income: 

$30,000+: 50% 

$30,000+: 46% 

$30,000+: 59% 

County: 

A: 90% 

A/B: 86% 

A/B: 82% 

Region: 

1: 92% 

1: 57% 

1: 36% 


1 - Includes data from 6/91-6/93 due to small bases. 
* Source - Consumer Tracking 12 mm 6/93. 

BFOOl 2/22/5J4 Pres. OtSSSSSfOS 


Source: https://www.industrydocuments.ucsf.edu/docs/pzyn0004 



PARLIAMENT 


100's 



Tt8g9SSJ0S 


I 


Source: https://www.industrydocuments.ucsf.edu/docs/pzyn0004 









parliament 

Kings Soft 







Source: https://www.industrydocuments.ucsf.edu/docs/pzyn0004 


PARLIAMENT 


1994 KEY ISSUES 


Lack of visibility may result in YAS believing that Parliament is less popular than 
brands that are more visible, e.g. Camel Lights, Marlboro Lights and Newport. Thus 
they may be less likely to smoke Parhament for fear of being different. 


Parliament ads are passive (nothing is happening). The people are seen as too 
aloof/distant by two of the key target groups, young adult Parliament males and 
young adult smokers of competitive brands. 


BFOOl 2ilW4 Pres. 




Source: https://www.industrydocuments.ucsf.edu/docs/pzyn0004 



PARLIAMENT 


1994 KEY ISSUES 


Brand has complete information on the database for only 20% of Parliament 
smokers (some information on another 30%). This information is between 2 and 6 
years old. 


Because brand has chosen to advertise/promote behind strength in Region 1, 
Parliament has no advertising or retail programs outside of Region 1. Leads to few 
opportunities to communicate with Parliament smokers. 


BFOOl 2722/94 Pies. 


Source: https://www.industrydocuments.ucsf.edu/docs/pzyn0004 



PARLIAMENT 


1994 MARKETING PLAN 


BOX - Targeted to YAS with the objective of increasing Parliament's popularity. 


OOH - Concentrated in New York, Boston and Philadelphia for seven months. 
The objective is to increase visibility. 


Magazines - Lower reach with higher frequency to increase visibilty through 
selectively targeting magazines which YAS read so they see 
Parliament often. 


Retail - On-pack incentives for visibility at point-of-purchase (immediate 
gratification/interest). 


Events - To enhance Parliament's image as a fun, popular brand. 




Source: https://www.industrydocuments.ucsf.edu/docs/pzyn0004 



PARLIAMENT 


1994 MARKETING PLAN 


100*s/King^s Soft - Targeted to older adult Parliament smokers (female) with the 

objective of building a relationship. 


Direct Mail - Focuses on building a relationship with Parhament smokers 
through the use of an on-going story. Coupons and continuity 
offers included, as is product attribute language. 


FSIs, Carton Stuffers - Surveys for gifts, used to build the database. 




Source: https://www.industrydocuments.ucsf.edu/docs/pzyn0004 


PARLIAMENT 


1994 DIRECT MAIL 


OBJECTIVES 


• To defend and reward the current lOO’s and soft-pack franchises. 

• To build the Parliament database to achieve 80% Brand penetration nationwide 
(277M Parliament smokers). 

• To achieve complete and accurate smoker survey information on 100% of 
Parliament smokers on the database. 

• To enhance Parliament’s premium brand image. 




Source: https://www.industrydocuments.ucsf.edu/docs/pzyn0004 



PARLIAMENT 


1994 DIRECT MAIL 


STRATEGIES 

• Implement a national, defensive direct mail program. 

• Offer coupons to reward loyalty and encourage repeat purchase. 

• Implement continuity programs to encourage multiple repeat purchase. 

• Add database-buidling devices to all mailings. 




Source: https://www.industrydocuments.ucsf.edu/docs/pzyn0004 


PARLIAMENT 


1994 DIRECT MAIL 


TACTICS 

• Five mailings w/ one $1.00 off carton or 4 packs coupon 

- Mailing #1 offers $1.00 off pack coupon and 1-800# to 
35,000 non-responders 

• Romance saga theme 

• Three mailings include continuity collections (free with pack proofs): 

- Mailing#!: Luggage Set 

- Mailing #3: Bath Collection: Towels, bathrobes and back brush 

- Mailing #5: TBD Continuity Collection with Contest Overlay 


Source: https://www.industrydocuments.ucsf.edu/docs/pzyn0004 



PARLIAMENT 


1994 DIRECT MAIL 

TACTICS 

• Mail quantities increase as Parliament adds new names to the database: 

- February Mailing#!: 200M 

- April Mailing #2: 200M 

- June Mailing #3: 250M 

- August Mailing #4: 250M 

- October Mailing #5: 275M 

• Mailing profile (as well as database) skews female, 35+ years of age. 

j 


Source: https://www.industrydocuments.ucsf.edu/docs/pzyn0004 




GENDER 


-MI 

Male 

69,561 , 

36.6 

Female 

120,311 

63.4 

AGE 

21-24 

5,904 

3.1 

25-34 

45,029 

23.3 

35-44 

36,368 

18.8 

45-54 

38,057 

19.7 

55-64 

33,027 

17.1 

65+ 

35,040 

18.1 

LENGTH 

<85's 

4 

0.0 

Kings/85’s 

75,695 

47.4 

Longs/100*s 

83,824 

52.5 

Ex. Iongs/120's 

39 

0.0 


FLAVOR 

OjQtunl 


Regular 

198,966 

99 8 

Menthol 

467 

0.2 

TAR LEVEL 

Full Flavor 

352 

0 2 

Light/Low Tar 

182,400 

98.3 

Ultra/Extra/Low 

2,602 

14 

BUY KIND 

Pack 

33,848 

26.6 

Carton 

56,944 

44 8 

Both 

36,400 

28.6 


TSSSDSSfOS 


Source: https://www.industrydocuments.ucsf.edu/docs/pzyn0004 




